
WELCOME TO WEEK 2
DATA & INSIGHT



hello



House rules



HOW DATA & INSIGHT COMES TOGETHER













Storytelling
and analytics 

Data Analytics
+

storytelling
=

influence 



Your phone Your watch

Explosion of data

Your bed Your car



How much?



Tools
Tools
Tools
Tools
Tools
tools

Tools
Tools
Tools
Tools
Tools
tools

Tools
Tools
Tools
Tools
Tools
tools

Tools
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Tools
Tools
Tools
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Tools
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Data Analytics
+

storytelling





Engage our senses Bring us together

Science of story

Make us act Move us to feel



Stories are Ten times more memorable



Data Analytics
+

storytelling
?



Scientist

left brain

Rational

Analytical

Mathematical

logic

control

ANALYSTS THAT DON’T COMMUNICATE

Artist

Right brain

Emotional

Intuitive

Creative

Imagination

Freedom

COMMUNICATORS that DON’T ANALYSE







using data to make your 
business better is not 

someone else’s job,
 it’s yours!



1 . 
To interrogate, 

understand and extract 
meaning from data.

2. 
To use these findings 

and insights to inspire 
action.



Data Analytics
+

storytelling
=

influence 



Data Analytics
+

How?





Pick 
the right 

data





REFINE

EXTRACT

MINE

ZONE



REFINE

EXTRACT

MINE

ZONE



REFINE

EXTRACT

MINE

ZONE



REFINE

EXTRACT

MINE

ZONE



REFINE

EXTRACT

MINE

ZONE

For every ‘Sustainability’ search, 
there are 26 searches for ‘recycling’







Write a 
strategy 

story







Crowded market + 
loved brand losing 
relevance + loyalty 
scheme one of the 

least engaging



£1.2M INCREMENTAL SALES/month

58% jump in sustainable cup use

Half of all sales





M&C Saatchi Group 

Use 
memorable 

numbers











BE AS 
SIMPLE AS 
POSSIBLE



△ △



BE AS 
SIMPLE AS 
POSSIBLE









4x

 75%

Popsa – Fast Easy Photobooks from your phone Popsa – Photobooks in 5 minutes



M&C Saatchi Group 

Storytelling
and analytics 

Data Analytics
+

storytelling
=

influence 

Pick 
the right 

data

Write a 
strategy 

story

Use 
memorable 

numbers

BE AS 
SIMPLE AS 
POSSIBLE



CASE STUDY
AI-led creative analysis



AI-led creative analysis

THE BRIEF1

THE CHALLENGE2

THE APPROACH3

THE OUTCOME4



BEST-In-CLASS AI
Object Detection



BEST-In-CLASS AI
Concept Detection



BEST-In-CLASS AI
Other Capabilities



BEST-PERFORMING CREATIVE FEATURES
1 2 3



the consumer journey 



Identifying key moments to communicate 1-2-1



Focusing on retention & loyalty 



The loyalty loop



loyalty programs on a scale



loyalty programs: key principles 

partnerships
Strategic partners can help to 

increase relevance and value of 
the program. Consider 

partnerships for future loyalty 
program acquisition 

opportunities.

Proposition
Consumers must know that any 

program & offerings were 
designed with their unique 
needs and active lifestyle in 

mind.

rewards
A clear and relevant value 

exchange sits at the heart of 
every loyalty program. It is vital a 

brand’s rewards resonate with 
their core audience and deliver 
what they care about most in 

places they choose to be.

user experience
Any loyalty program must sit 
frictionlessly within a brands 

digital eco-system to help 
consumers interact 

seamlessly.

nurture
Having a robust yet flexible 
communications strategy in 

place will feed the funnel, but 
a compelling loyalty 

proposition and value 
offerings will nurture and 

retain consumers.



•

•

•

•

•

•

•

•

•

Task FOR THIS WEEK
1. Pick a brand 2. Find some numbers 3. Make it memorable

•

•

•

•

•

•

•



Q&A



What’s NEXT
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